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Effectiveness of Endorsers: The Identity Badge of CEOs and Founders vs the Attractiveness 
of Celebrities 
Abstract 
Using source credibility and source attractiveness models, this study examines the endorsement 
effectiveness of CEOs and founders as compared with celebrities, especially when CEOs and 
founders are not well known or popular. This study’s findings, based on a cafe brand in the UK, 
indicates that when the identity of CEOs and founders is signaled through their title and 
designation, consumers find advertisement more effective as compared to advertisement with 
celebrities. Furthermore, advertisement effectiveness varies between CEOs and founders 
depending on the life stage of the product (i.e., whether it is new vs existent). Advertisements with 
founders as endorsers were found to be more effective for new products and CEOs were better for 
existing products.  
Keywords: celebrity endorsement, CEO and founder popularity, new product vs existing product 
Management Slant 
• Celebrities, CEOs and founders differ in their ability to influence perceived advertisement 
effectiveness in service sector 
• When identity badge of CEOs and founders is signaled to consumers through their titles, they are 
considered to be better endorsers than celebrities 
• For new products, advertisements portraying founders are considered to be more effective than 
CEOs and celebrities 
• For existing products, CEOs are perceived as better endorsers than founders and celebrities 
Introduction 
Celebrity endorsements have remained a vital aspect of brand advertising since consumers show 
positive responses to these advertisements (Knoll and Matthes, 2017). Firms employ different 
types of endorsers, such as celebrities, CEOs and founders, to promote their brands. While extant 
literature has explored the advertisement effectiveness of celebrities in depth, the effectiveness of 
CEOs and founders remains scantly studied (Fleck, Michel, and Zeitoun, 2014; Maronick, 2006; 
Freiden, 1984; Goldsmith, Barbara, and Stephen, 2000; Kerin and Barry, 1981; Chang, Wall, and 
Tsai, 2005; Lin, Wang, and Chen, 2008). Given that CEOs and founders are frequently used to 
endorse firms’ brands, exploring their advertisement effectiveness is essential (Swoboda, Elsner, 
Foscht, and Schramm, 2010; Yoon and Kim, 2016). While not all CEOs and founders are popular 
like celebrities, their credibility may nevertheless influence consumers.  
CEOs and founders can influence products and services through customer centric philosophies and 
their decisions related to products and services being offered (Lantos, 2015; Rubin, Mager, and 
Friedman, 1982). In other words, they are closest to the brand and are completely aware of what 
customer value their products or services create. This raises the credibility and trustworthiness of 
CEOs and founders, making them potentially effective endorsers. They are also less likely to make 
false claims about their products, as reputational damage could be irreversible (Rhee and Valdez, 
2009). Thus, consumers are likely to perceive them as credible by virtue of their direct engagement 
in building brands and services, and as a result, show positive attitude towards advertisements 
portraying CEOs and founders as endorsers. Furthermore, unlike mainstream celebrities, for 
founders and CEOs who are not well known, their job title can act as their identity badges (Grant, 
Berg, and Cable, 2014). However, whether consumers perceive these identity badges as more 
credible than the popularity of mainstream celebrities remains unexplored. 
Lastly, extant research does not differentiate between the role of CEOs and founders in 
determining advertising effectiveness (Fleck et al., 2014). CEOs and founders have different traits, 
which could influence their ability to endorse new and existing products. Since founders are more 
associated with innovation (Kato, Okamuro, and Honjo, 2015), they are likely to enhance the 
effectiveness of new product launch advertisements. Because CEOs, on the contrary, are expected 
to sustain brand image, especially in the service industry (Berry, 2000), they are likely to enhance 
effectiveness of existing product advertisement. However, the differences between endorsement 
effectiveness of CEOs and founders, specifically in the context of new vs existing products, largely 
remains unexplored.  
To bridge these gaps in the literature, this study has three broad objectives. The first objective is 
to compare endorsement effectiveness of CEOs and founders vs celebrities. The second objective 
is to evaluate the role of job title as identity marker in enhancing the endorsement effectiveness of 
CEOs and founders vs celebrities. The final objective is to compare the endorsement effectiveness 
of CEO and founders with respect to the nature of the product being advertised (i.e. whether it is 
new vs. existent).  
To test the hypotheses, the authors conducted this study in the service industry. Customer 
satisfaction in the service industry depends on the performance of internal employees. In such a 
context, CEOs or founders, by virtue of setting and directing customer centric business 
philosophies could drive the performance of all employees. Thus, their claims in advertisements 
are likely to be believed given they are driving force behind employee’s performance, who have 
interface with consumers (Ahearne, Mathieu, and Rapp, 2005; Stephens and Faranda, 1993). Thus, 
when CEOs and founders communicate about their companies’ services, they also serve as 
representatives of employees in the service sector (Mishra, Boynton, and Mishra, 2014). The 
results are based on two experiments. In the first experiment, using a student sample, the authors 
tested the four hypotheses. The second experiment was a replication study with adult consumers, 
which confirmed the findings of Study 1. 
Theory and Hypotheses 
Two prominent theories in the advertising literature explain the effectiveness of an endorser, the 
source attractiveness model and the source credibility model. According to the source 
attractiveness model, an endorser is able to enhance effectiveness of an advertisement by virtue of 
his or her familiarity, popularity and likeability (McGurie, 1985). Mainstream celebrities such as 
movie stars and sports personalities are able to raise the effectiveness of advertisement primarily 
through their attractiveness. According to the source credibility model (Ohanian, 1990), advertising 
effectiveness depends on the credibility and trustworthiness of an endorser. Unlike mainstream celebrities, 
founders and CEOs are closer to understanding and serving the needs of consumers. Furthermore, they are 
more closely involved in meeting these needs, and therefore any statements they might make in 
advertisements are likely to be considered more realistic and trustworthy, raising their effectiveness as 
endorsers (Fleck et al., 2014; Stephens and Faranda, 1993; Rubins et al., 1982).  
In the services sector especially, consumption takes place after consumers encounter employees. 
Thus, service quality provided by employees is a key factor in determining consumers’ intention 
to purchase (Wan, Hui, and Wyer, 2011; Chiou and Droge, 2006). CEOs and founders develop 
customer oriented values and abide by them, as compared to celebrities who need not have similar 
customer oriented values (Rubin et al., 1982). Thus, the behavior of front level employees with 
whom consumers actually interact is likely to be driven by customer centric philosophies as 
developed by CEOs and founders (Morrish, Miles and Deacon, 2010). Comprehensively, 
advertisements portraying CEOs or founders as endorsers are likely to be considered more realistic 
and hence credible by consumers. 
In certain services such as salons, spas or designer wears, the attractiveness of celebrities might 
overpower the credibility of CEOs and founders because attractiveness appeals to consumers’ 
fantasies (Grayson and Martinec, 2004). However, in services such as hotels, restaurants or coffee 
shops, consumers’ experiences with the service offered is more important in accepting advertising 
messages. Thus, consumers are likely to prefer advertisements in which endorsers have more 
credibility rather than attractiveness. Compared to celebrities, CEOs and founders are likely to be 
considered more trustworthy, which means that they could become effective endorsers in certain 
services. Though one may question the authenticity of claims made by founders or CEOs in 
advertisements, these figures would risk not only their personal reputations but also their corporate 
reputations if they made false claims. As a result, they are less likely to make false claims 
(Beverland and Luxton, 2005; Weber, 2010).  
Familiarity with CEOs and Founders: Role of Job Title as Identity Badge 
Some founders and CEOs, such as Bill Gates (Microsoft), Walt Disney (Disney), Jeff Bezos 
(Amazon), Reed Hastings (Netflix), Apple (Steven Jobs) and Michael Dell (Dell), are widely 
familiar and popular because of the tangible impact they created on their respective businesses and 
industries. They are perceived as champions in contemporary society, which provides them both 
with unique credibility and attractiveness due to popularity and likeability. However, not all CEOs 
and founders are publicized in the media for their contribution or achievements. This does not 
imply that unfamiliar CEOs and founders lack credibility: for unfamiliar CEOs and founders, their 
job titles can function like an identity badge. An employee does not become a CEO unless he or 
she has proven worthy in remaining committed to satisfying consumer needs (Fleck et al., 2014). 
Similarly, founders also appear credible because they have successfully built a brand from scratch. 
Overall, job title can potentially signal credibility and can substitute for recognizability of 
appearance, which is higher for celebrities. Therefore, celebrity endorsers, by virtue of their 
popularity, can gain traction with their images featured in the advertisements (Choi and Berger, 
2010); in contrast, for CEOs and founders, their job title can signal their identity and credibility. 
Paivio’s (1986) dual-code theory suggests that the combined effects of text and image in 
advertisements enhances positive attitude towards the ad (Lin et al., 2008; Wang, Hsieh, and Chen, 
2002; Wang and Doong, 2010). Research has also indicated that when advertising messages were 
presented in both verbal and pictorial form, advertising effectiveness was higher (Gardner and 
Luchtenberg, 2000; Lin et al., 2008; Wang et al., 2002; Wang and Doong, 2010). Findings about 
the effectiveness of an advertising message can be extended to the endorser as well. The image of 
an endorser can result in positive attitude towards an ad as the image signals that the endorsing 
entity is taking responsibility for quality of service (Choi, Joseph, and Rosen, 2008). This is 
because visual images can also shorten higher levels of cognition and reasoning, because they are 
more lifelike and easier for the brain to process (Laskey, Seaton, and Nicholls, 1994). Founders 
and CEOs are likely to enhance advertising effectiveness as endorsers if their identity is revealed 
through both job title and image. Since celebrities are familiar figures, the impact of their image 
alone is likely to be stronger for them, as compared to CEOs or founders. However, the credibility 
of CEOs and founders can overcome consumers’ unfamiliarity with their image if textual 
information reflecting their designation or title is mentioned alongside their image in the 
advertisement. With dual information presented in an ad, CEOs or founders are more likely to raise 
advertisement effectiveness as compared to celebrities, whereas due to strong familiarity, 
celebrities are more likely to raise advertisement effectiveness when only visual information is 
presented. Based on these arguments, the authors hypothesize: 
H1a: Subjects will have a more positive attitude towards an advertisement with a celebrity 
endorser as compared to an advertisement with a founder or CEO endorser when the ad features 
only the image of the endorser.  
H1b: Subjects will have a more positive attitude towards an advertisement with a founder or CEO 
as an endorser compared to a celebrity when the ad features both text and image-based information 
about the endorser 
Effectiveness of Founder vs Professional CEO in the Context of New vs Existing Products 
Extant studies indicate that the effectiveness of an endorser depends on the nature of the product 
or service (Koerning and Boyd, 2009; Liu, Huang, and Minghua, 2007; Marshall, Na, and Deuskar, 
2008). For example, celebrities are considered to be a better fit for hedonic, value expressive 
products and high involvement products (Boyd and Shank, 2004; Kim, Wang, and Ahn, 2013; 
Maronick, 2006; Stafford, 1998; Wolburg and Pokrywczynski, 2001). Given the higher credibility 
of CEOs and founders over celebrities, there could be further variation between the endorsement 
effectiveness of CEOs and founders depending on the life cycle stage to which a product belongs. 
Thus, although both CEOs and founders develop their products and services over a period of time 
(Fleck et al., 2013), yet their effectiveness could vary with the life cycle stage of a product/service, 
which in this study refers to an existing product vs a new product. In accordance with the match-
up hypothesis (Till and Busler, 2000), founders are likely to be more effective endorsers for a new 
product or service, whereas CEOs are a better fit for an existing product or service. 
The skills required to develop and launch a new product or service are different than the skills 
required to manage already existing products and services (Wasserman, 2008). A founder 
generates the idea of starting an enterprise, takes advantage of new business opportunities, 
launches innovative products or services, or leverages an innovative business model to cater to the 
needs of potential consumers (Wasserman, 2008). Firms that are led by founders are reported to 
be more innovative (Zook, 2016). Thus, consumers are likely to associate new products with the 
inherent creative temperament of their founders (Lee et al., 2016). Even if founders are imitative 
entrepreneurs (Cliff et al., 2006), or the product or service has been developed under the 
supervision of an external CEO, given the better fit between a founder and a new product, the 
advertisement effectiveness of a new product endorsed by a founder is likely to be higher, as 
compared to a CEO or celebrity.  
CEOs, in contrast, are expected to sustain the success of their firms’ products or services (Gulati 
et al., 2004). For existing products or services, regardless of their life cycle stage, advertisements 
in which CEOs are endorsing the existing product are likely to be considered more effective. Based 
on this match-up theory, the authors hypothesize:  
H2a: Subjects will have a more positive attitude towards an advertisement for already existing 
products or services when it features a CEO, as compared to a founder or celebrity. 
H2b: Subjects will have a more positive attitude towards an advertisement for a new product when 
it features a founder, as compared to a CEO or celebrity.  
Data and Methodology 
Developing the Stimulus Material 
Selection of the Brand, Product and Celebrity 
A popular restaurant chain operating primarily in England was the focus of this study. Extant 
studies investigating endorser effectiveness have either focused on the tourism sector (Kim et al., 
2013; Wang et al., 2002) or the retail sector (Stafford, Stafford, and Day, 2002). Given that the 
restaurant business is always in-demand, the authors decided to focus on this sector, targeting Pret 
A Manger (“Pret”). Pret was chosen for this study because it rarely leveraged founder, CEO, or 
celebrity endorsers in advertising its products and services. To select the product for the study, 40 
participants who frequented Pret at least twice in the 15 days prior to data collection were provided 
with a list of 10 products offered by the restaurant. Based on their responses, black filter coffee 
was selected as the experimental product. Next, 28 different participants were asked to select from 
a list a new type of drink they would like Pret to introduce in the coming two months. Of the 28 
subjects, 67.85 percent wanted Pret to introduce a new flavor of Latte. Thus, in the present study, 
black filter coffee and a new variant of Latte were selected as the existing and new product 
respectively. Next, 32 different participants were provided with a list of 12 popular British film 
actors and asked for their preferred drink endorser for Pret. Forty-one percent of the participants 
considered Hugh Grant to be the most desirable endorser.  
For the present study, 12 black and white print advertisements were created, six print ads each for 
the existing product and the new product, with ads featuring a different combination of endorsers 
and information levels. The ads were created by a professional graphic designer and a copyeditor 
intern based in England. Hourly payments were made to both the intern and the graphic designer. 
Three informal interviews with members of the staff of a business school were conducted to 
observe whether the print advertisements were perceived to be real and believable. Appendix 1 (a 
and b) provides a sample of two advertisements used in the experiments.   
Dependent Variables  
In the present study, attitude towards the advertisement was the dependent variable of concern. 
The general attitude towards advertisement was first assessed using a global measure, and then a 
three-component measure. The three components were affective, cognitive and conative attitude 
(e.g., Holbrook and Batra 1987; Petroshius and Crocker, 1989; Stafford, 1998). The affective 
component involves the development of feelings and attitude towards a product or service, the 
cognitive dimension reflects awareness and knowledge about a product or service and the conative 
dimension presents intention or actual behavior, such as likelihood of purchase (Lavidge and 
Steiner, 1961). The authors used a four-item measure to determine overall ad attitude (Stafford, 
1998) in the present study, as well as a 10-item measure (Stafford, 1998), which consisted of 
affective, conative and cognitive items. The tripartite measure of ad effectiveness reflects how 
different components of attitude influence advertising effectiveness (Wilkie, 1994).  
Controlling for Covariates 
Since the impact of product involvement on advertising effectiveness has already been established, 
it was important to control for its confounding effect (Te’eni-Harari, Lehman-Wilzig, and 
Lampert, 2009; Xue and Phelps, 2013). Therefore, the authors employed a 10-item involvement 
scale. (Beinstock and Stafford, 2006) Similarly, given the significance of established attitude 
towards brand for advertising effectiveness, it was vital to control for participants’ existing 
attitudes (Silveria and Austad, 2004). To control for this, a five-item attitude towards brand scale 
was used (Erdem and Swait, 2004).  
Study 1: Sample and Procedure 
For Study 1, a convenience sample of 287 undergraduate students was recruited from three 
universities. A student sample has been considered appropriate for such studies due to 
homogeneity (Wang et al., 2002). Extant studies also indicate that results obtained from student 
samples and consumer samples were similar with regard to advertising effectiveness (Singh and 
Srideshmukh, 2000). The students were randomly assigned to 12 groups. The real purpose of the 
experiment was not disclosed to students, but rather they were informed that an advertising agency 
wanted to know their opinion about a new advertisement they were going to launch. Students were 
allowed to look at the advertisement for as long as they wanted, and then they were asked to give 
their honest opinion about the ads. After students finished viewing the ads, they were asked to 
complete the questionnaire. A total of 13 questionnaires were eliminated from the study due to 
incomplete answers. A total of 274 usable questionnaires were obtained. Of the 274 students, 53 
percent were female, 45 percent were male and one percent did not disclose their gender. The 
average age of the students was 20.8 years, with almost 98 percent in the age group 18–23 years.    
Results 
Manipulation Check 
After the experiment was completed, respondents were asked if they were able to identify the 
objective of the study. A total of 20 participants indicated “yes,” so they were dropped from the 
experiment. Thus, the final number of usable questionnaires was 254. Further, manipulation 
checks were conducted to test the internal validity of the experimental conditions. Respondents 
were asked a series of questions at the end of the experiment designed with the objective of 
confirming the following: (a) whether respondents who received the ads with only the image of an 
endorser believed that the endorser was easily recognizable and (b) whether respondents who 
received new product ads had not consumed the product before.  
For the first manipulation check, respondents were asked three sets of questions based on whether 
they were able to recognize the endorser. The questions asked whether the endorser in the 
advertisement was (a) identifiable, (b) likeable and (c) popular. For each of these attributes, the 
authors used a five point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 
There was a significant difference in the means of the identifiability of the celebrity vs CEO and 
celebrity vs founder. There was also a significant difference in the means of likeability of the 
celebrity vs CEO or celebrity vs founder or CEO vs founder. There was again significant difference 
in the means of the popularity of the celebrity vs CEO or celebrity vs founder. Respondents were 
further asked questions about believability of the ads on a dichotomous yes or no scale. Of the 254 
subjects, 89 percent indicated that the ads were believable. Participants with new product ads were 
asked if they had ever consumed the product before, and 91.7 percent of the subjects said no, 
implying that the new product was actually perceived as new by consumers. 
Main Effect 
The proposed hypotheses from 1a through 2b were tested using a 3X2X2 between-subjects 
experimental design. The authors of this study used multivariate analysis of covariance 
(MANCOVA) with endorser type (celebrity, CEO, founder), information type (image only, image 
and name and designation) and product type (existing, new) being the three factors; covariates 
were product involvement (PI) and attitude towards the brand (ATB), and dependent variables 
were overall attitude towards advertisement (OATA), affective attitude towards advertisement 
(AfATA), cognitive attitude towards advertisement (CgATA) and conative attitude towards 
advertisement (CnATA). The Cronbach’s alpha for OATA was .93. The Cronbach’s alpha values 
for affective, cognitive and conative attitude were .86, .83 and .91 respectively, thus indicating 
high reliability. The Cronbach’s alpha values for PI and ATB showed high reliability, with values 
of .81 and .84 respectively.  
The covariate effects of PI (𝜆 = .892, p < .01) and ATB (𝜆 = .907, p < .01) were significant. The 
main effects of endorser type (𝜆 = .987, p > .05)  and product type (𝜆 = .997, p > .05) were 
insignificant. The main effect of information type was however, significant (𝜆 = .815, p < .01) 
The main effect of information on OATA was significant (F = 14.02, [1, 240], p < .01). Ads with 
the image, name and designation of the endorser were perceived more favorably than ads with an 
image only (MAds with Image, Name and Designation = 4.47, MAds with Image Only = 3.21, t = 8.35, p < .01). The 
main effect of information type on AfATA (F = 10.44, [1, 240], p < .01), CgATA (F = 16.57, [1, 
240], p < .01) and CnATA (F = 11.88, [1, 240], p < .01) was also significant. Across all these three 
dependent variables, ads featuring the endorser’s image, name and designation were perceived 
more favorably than ads with an image only. The means are reported in Table 1. 
 
Table 1: Study 1- Mean Comparison (Standard Deviations) 
 
 
 
Interaction Effect 
Hypotheses 1a and 1b were tested by examining the interaction between endorser type and 
information type for OATA, AfATA, CgATA and CnATA. The authors of this study expected 
that for ads with an image only, a celebrity endorser would be perceived more favorably than ads 
with a CEO or founder endorser. Furthermore, the authors expected that when ads featured the 
endorser name and designation alongside image, ads with the CEO or founder would be more 
favored than ads with the celebrity. The Wilk’s test of interaction effect was significant (𝜆 =
.845, p < .01). The interaction effects were also significant for OATA (F = 19.34, [2, 240], p < 
.01), AfATA (F = 18.10, [2, 240], p < .01), CgATA (F =17.72, [2, 240], p < .01) and CnATA (F 
= 16. 55, [2, 240], p < .01).  
For OATA, in such ads wherein only the image of the endorser was featured and no information 
related to name and designation was provided, ads featuring the celebrity were perceived more 
favorably than ads that featured a CEO or founder (MAds with Celebrity Image Only = 3.70, MAds with CEO 
Image Only = 2.97, t = 2.76, p < 0.01 and MAds with Celebrity Image Only = 3.70, MAds with Founder Image Only = 
2.98, t = 2.98, p < 0.01). Similar results were obtained for AfATA, CgATA, and CnATA (refer to 
Figure 1). The cell means are reported in Table 2. Thus, Hypothesis 1a was supported.  
Hypothesis 1b speculated that of the ads featuring both an image and textual information about the 
endorser, ads with either the CEO or founder as an endorser would be perceived more favorably 
than ads with the celebrity. An examination revealed that when both an image and textual 
information about the endorser was provided, for OATA, ads that had image of the CEO were 
more favored than ads that had a celebrity (MAds with CEO Image and Name and Designation = 4.81, MAds with 
Celebrity Image and Name and Designation = 3.73, t = 4.43, p < .01) (see Figure 1). Again, ads that had founder 
as an endorser were more favored than ads with a celebrity (MAds with Founder Image and Name and Designation 
= 4.86, MAds with Celebrity Image and Name and Designation = 3.73, t = 4.60, p < 0.01). The authors obtained 
similar results for AfATA, CgATA and CnATA. The means are reported in Table 2. Thus, 
Hypothesis 1b was supported.    
Figure 1: Study 1- Interaction of Endorsement Type and Information Type for OATA 
 
 
Table 2: Study 1- Mean Comparison (Standard Deviations) 
 
Endorser 
Type 
Treatments 
Information Type 
Treatments OATA AfATA CgATA CnATA 
Celebrity 
Image Only (n= 42) 
3.70 
(1.10) 
3.67 
(1.05) 
3.64 
(1.02) 
3.63 
(1.04) 
Image, Name, 
Designation (n= 42) 
3.73 
(1.05) 
3.77 
(1.15) 
3.77 
(1.15) 
3.76 
(1.13) 
CEO 
Image Only (n= 42) 
2.97 
(1.31) 
2.95  
(1.07) 
2.90  
(1.05) 
2.88 
(1.02) 
Image, Name, 
Designation (n= 42) 
4.81 
(1.18) 
4.78 
(1.13) 
4.77 
(1.17) 
4.73 
(1.21) 
Founder 
Image Only (n= 42) 
2.98 
(1.11) 
2.95 
(1.07) 
2.92 
(1.02) 
2.89 
(1.00) 
Image, Name, 
Designation (n= 44) 
4.86 
(1.22) 
4.79 
(1.23) 
4.74 
(1.18) 
4.72 
(1.16) 
 
 
Hypotheses 2a and 2b were tested by examining the interaction between endorser type, information 
type and product type for OATA, AfATA, CgATA and CnATA. The authors of the study expected 
that among those ads featuring both an existing product and full information (image, name and 
designation mentioned) about the endorser, ads with the CEO would be more favorably perceived 
than ads with the founder or the celebrity. Furthermore, the authors of the study also expected that 
ads featuring the founder would be more preferred than ads with the CEO or the celebrity when 
complete information was available and the product was new. The Wilk’s test of interaction effect 
was significant (𝜆 = .811, p < .01). The interaction effects were also significant for OATA (F = 
5.98, [5, 240], p < .01), AfATA (F = 5.03, [5, 240], p < .01), CgATA (F = 5.33, [5, 240], p < .01) 
and CnATA (F = 5.12, [5, 240], p < .01). For OATA, it was observed that for an existing product, 
when full information was available to the subjects, they favored an advertisement with the CEO 
in comparison to the celebrity (MAds for existing product with full information and CEO endorser = 5.15, MAds for existing 
product with full information and celebrity endorser = 3.70 , t = 4.10, p < .01) and to a founder (MAds for existing product 
with full information and CEO endorser = 5.15, MAds for existing product with full information and founder endorser = 4.42 , t = 
2.180, p < .05). Similar results were obtained for AfATA, CgATA and CnATA (see Figure 2). 
Thus, Hypothesis 2a was supported. For OATA, when an ad featured a new product and when full 
information about the endorser was provided, ads with the founder as an endorser were more 
favorable to the subjects than ads with the celebrity (MAds for new product with full information and founder endorser 
= 5.26, MAds for new product with full information and celebrity endorser = 3.76 , t = 4.38, p < .01) or the CEO ( MAds 
for existing product with full information and founder endorser = 5.26, MAdvertisement for existing product with full information and CEO 
endorser = 4.46 , t = 2.35, p < .05) see Figure 2). The authors obtained similar results for AfATA, 
CgATA and CnATA. The means are reported in Table 3. Thus, Hypothesis 2b was supported.   
 
 
Figure 2: Study 1- Interaction Effect: Endorsement Type, Information Type and Product Type for 
OATA 
 
 
Table 3: Study 1- Mean Comparison (Standard Deviations)  
 
Endorser 
Type 
Treatments 
Information 
Type 
Treatments 
Product Type 
Treatments OATA AfATA CgATA CnATA 
 
 
 
Celebrity 
Image Only Existing Product 
(n= 21) 
3.71 
(1.05) 
3.69 
(1.01) 
3.68 
(1.01) 
3.67 
(1.03) 
New Product  
(n= 21) 
3.68 
(1.16) 
3.64 
(1.11) 
3.61 
(1.05) 
3.60 
(1.07) 
Image, Name, 
Designation 
Existing Product 
(n= 21) 
3.70 
(1.05) 
3.81 
(1.24) 
3.80 
(1.24) 
3.81 
(1.24) 
New Product 
(n= 21) 
3.76 
(1.07) 
3.74 
(1.08) 
3.75 
(1.07) 
3.71 
(1.05) 
 
 
 
CEO 
Image Only Existing Product 
(n= 21) 
3.00 
(1.08) 
2.99 
(1.07) 
2.98 
(1.08) 
2.95 
(1.07) 
New Product 
(n= 21) 
2.94 
(1.14) 
2.90 
(1.09) 
2.82 
(1.04) 
2.81 
(1.05) 
Image, Name, 
Designation 
Existing Product 
(n= 21) 
5.15 
(1.24) 
5.12 
(1.23) 
5.08 
(1.21) 
5.05 
(1.17) 
New Product 4.46 4.44 4.45 4.42 
(n= 21) (1.04) (1.05) (1.07) (1.06) 
 
 
 
Founder 
Image Only Existing Product 
(n= 21) 
3.02 
(1.10) 
3.01 
(1.10) 
2.98 
(1.05) 
2.95 
(1.02) 
New Product 
(n= 21) 
2.93 
(1.14) 
2.89 
(1.06) 
2.86 
(1.01) 
2.83 
(1.01) 
Image, Name, 
Designation 
Existing Product 
(21) 
4.42 
(1.07) 
4.40 
(1.04) 
4.37 
(1.04) 
4.35 
(1.01) 
New Product 
(n= 23) 
5.26 
(1.21) 
5.14 
(1.30) 
5.08 
(1.23) 
5.05 
(1.21) 
 
 
Study 2: Replication Study 
The primary purpose of the replication study was to test the external validity of the experiment 
conducted in Study 1. The replication experiment used a 3X2X2 between-subjects design and 
considered a non-student sample of respondents. The authors of the study specifically tested 
Hypotheses 2a and 2b in this experiment and used MANCOVA to test the hypotheses. In the first 
hypothesis signaling ability of job title as identity badge was tested. Since, students were able to 
process the information related to CEOs and founders by virtue of their job title, adults can be 
expected to do so. Hypotheses 2a and 2b deal with the contextual effect of product stage, i.e. new 
vs existing products’ influence on advertisement effectiveness of CEOs and founders. However, 
both student and adult subjects might mistakenly consider an existing product to be new or vice 
versa, depending on their frequency of visiting the store. Thus, it was vital to conduct a replication 
study for the second hypothesis. 
Sample and Procedure 
Since the original study used a student sample, a replication study was conducted with a non-
student sample of 392 subjects, from which 378 usable questionnaires were obtained. The 
demographics of the respondents were as follows: approximately 46 percent of the respondents 
were female, 47 percent were in the age category 20–30 and 53 percent were single. Furthermore, 
58 percent of the respondents were college graduates and 17 percent of the respondents were only 
high school graduates. The authors found that the most common occupations were professional 
(62 percent), and least common were shop floor workers (9 percent). Fifty-two percent of the 
respondents had a household salary of 20–28,000 British pounds.  
Manipulation Check 
A manipulation check was performed again using similar measures to those used in Study 1. After 
completion of the experiments respondents were asked whether they could identify the study 
objective. A total of eight participants indicated “yes,” so their responses were not considered in 
this study. Thus, a total of 370 questionnaires were analyzed for this study. As in Study 1, a 
significant difference was also obtained in identifiability, likeability and popularity of celebrity vs 
founder and CEO endorsers. Similar to the first study, respondents answered questions about the 
believability of ads in a yes or no format. Eighty-six percent of consumers considered the ads to 
be believable. Once again, participants answered whether they have consumed the new product 
before, and 90 percent said “no,” implying that the new product was actually perceived as new by 
consumers. 
Results from Replication Study 
In the replication study with adult consumers of Pret a Manger, Hypotheses 2a and 2b were 
specifically tested using a MANCOVA for OATA, CgATA, AfATA and CnATA. The Cronbach’s 
alpha values of these dependent variables ranged between .72 and .88. The Cronbach’s alpha 
values for the covariates PI and ATB were .79 and .82 respectively.  
Main Effect  
The covariate effects of PI (𝜆 = .911, p < .05) and ATB (𝜆 = .877, p < .01) were significant. Also, 
the Wilk’s lambda of information type (𝜆 = .854, p < .01 ) was significant. Nevertheless, the 
Wilk’s lambda of endorser type (𝜆 = .982, p < .05), and product type (𝜆 = .969, p < .05 ) were 
insignificant.  
For the dependent variable OATA, the main effect of information was significant (F = 11.66, [1, 
356], p < .01). Subjects were more favorable towards ads with the image, name and designation 
of the endorser as compared to ads with an image only (MAds with Image and Name and Designation = 4.78, 
MAds with Image Only = 3.14, t = 12.45, p < .01). The main effect of information type on AfATA (F = 
9.78, [1, 356], p < .01), CgATA (F = 9.94, [1, 356], p < .01) and CnATA was significant (F = 
10.59, [1, 356], p < .01). Subjects were more favorable towards those ads that featured endorser 
image, name and designation, in comparison to ads with only an image. The means are reported in 
Table 4. 
Table 4: Study 2- Mean Comparison (Standard Deviations)  
 
Information Type 
Treatments 
OATA AfATA CgATA CnATA 
Image Only (n= 185) 
3.14 
(1.20) 
3.01 
(1.11) 
2.98 
(1.10) 
2.96 
(1.09) 
Image, Name, 
Designation (n= 185) 
4.78 
(1.33) 
 
 
 
4.75 
(1.31) 
 
 
 
4.73 
(1.29) 
 
 
 
4.71 
(1.33) 
 
 
 
 
Interaction Effect 
In this replication study, Hypotheses 2a and 2b were retested. The Wilk’s test of interaction 
(between endorser type, information type and product type) was significant (𝜆 = .896, p < .01). 
The interaction effects were significant for OATA (F = 4.115, [5, 356], p < .01), AfATA (F = 5.44, 
[5, 356], p < .01), CgATA (F = 4.101, [5, 356], p < .01) and CnATA (F = 4.113, [5, 356], p < .01). 
For OATA, among the ads featuring existing products with full information, subjects favored those 
with the CEO endorser in comparison to the celebrity (MAds for existing product with full information and CEO 
endorser = 5.44, MAds for existing product with full information and celebrity endorser = 4.03, t = 4.82, p < .01) and to the 
founder (MAds for existing product with full information and CEO endorser = 5.44, MAds for existing product with full information 
and founder endorser = 4.76 , t = 2.53, p < .05). Similar results were obtained for AfATA, CgATA and 
CnATA (refer to Figure 3). Thus, Hypothesis 2a was supported. For OATA, when an ad featured 
a new product and provided full information about the endorser, ads with the founder as an 
endorser were more favorable to subjects than ads with the celebrity (MAds for new product with full 
information and founder endorser = 5.51, MAds for new product with full information and celebrity endorser = 4.08, t = 4.55, p < 
.01) or the CEO (MAds for existing product with full information and founder endorser = 5.51, MAds for existing product with full 
information and CEO endorser = 4.83 , t = 2.13, p < .05). Similar results were obtained for AfATA, CgATA 
and CnATA (see Figure 3). The means are reported in Table 5. Thus, Hypothesis 2b was accepted.   
 
 
 
 
 
 
 
 
Figure 3: Study 2- Interaction Effect: Endorsement Type, Information Type and Product Type for 
OATA 
 
 
Table 5: Study 2-  Mean Comparison (Standard Deviations) 
 
Endorser 
Type 
Treatments 
Information 
Type 
Treatments 
Product 
Type 
Treatment
s OATA AfATA CgATA CnATA 
Celebrity Image Only  Existing 
Product 
(n= 31) 
3.43 
(1.27) 
3.40 
(1,15) 
3.38 
(1.13) 
3.35 
(1.13) 
New 
Product 
(n= 30) 
3.47 
(1.24) 
3.46 
(1.23) 
3.43 
(1.23) 
3.42 
(1.22) 
Image, 
Name, 
Designation  
Existing 
Product 
(n= 30) 
4.03 
(1.22) 
4.00 
(1.19) 
3.98 
(1.27) 
3.95 
(1.06) 
New 
Product 
(n= 31) 
4.08 
(1.30) 
4.06 
(1.29) 
4.04 
(1.30) 
4.02 
(1.28) 
CEO Image Only Existing 
Product 
(n= 31) 
3.52 
(1.40) 
2.79 
(1.07) 
2.74 
(1.03) 
2.72 
(1.03) 
New 
Product 
(n= 31) 
2.78 
(1.02) 
2.80 
(1.03) 
2.78 
(1.06) 
2.76 
(1.09) 
Image, 
Name, 
Designation 
Existing 
Product 
(n= 31) 
5.44 
(1.06) 
5.44 
(1.05) 
5.38 
(1.12) 
5.36 
(1.22) 
New 
Product 
(n= 31) 
4.83 
(1.34) 
4.81 
(1.32) 
4.81 
(1.32) 
4.78 
(1.19) 
Founder Image Only Existing 
Product 
(n= 31) 
2.82 
(1.02) 
2.80 
(1.03) 
2.78 
(1.03) 
2.77 
(1.03) 
New 
Product 
(n= 31) 
2.81 
(1.00) 
2.81 
(.99) 
2.79 
(.98) 
2.77 
(.98) 
Image, 
Name, 
Designation 
Existing 
Product 
(n= 31) 
4.76 
(1.06) 
4.74 
(1.14) 
4.71 
(1.21) 
4.70 
(1.26) 
New 
Product 
(n= 31) 
5.51 
(1.17) 
5.45 
(1.05) 
5.44 
(1.15) 
5.42 
(1.14) 
 
Discussion 
Although advertising effectiveness has been the subject of a wide stream of research, this study 
contributes to the scant literature on comparative endorsement effectiveness of CEOs, founders 
and celebrities (Fleck et al., 2014; Maronick, 2006; Freiden, 1984; Goldsmith et al., 2000). 
Furthermore, this is the first study that investigates the differential endorsement power of CEOs 
and founders. The research is noteworthy as it provides evidence of two distinct contingency 
factors that make CEOs and founders more credible and trustworthy than celebrities. First, the 
influential role of the job title acts as an identity badge and overpowers influence of celebrity 
popularity in raising advertising effectiveness. Second, the role of product life cycle stage (i.e., 
new product vs existing product) further distinguishes the endorsement effectiveness of CEOs and 
founders. Although consumers perceived advertisements with CEOs and founders as more 
effective as compared to celebrities, founders’ credibility and hence their advertising effectiveness 
was highest for new products, while CEOs also exhibited a similar effectiveness for existing 
products.  
Overall, our results indicate that both founders and CEOs are indeed effective endorsers for 
advertising effectiveness as compared to celebrities, especially in a service setting. Although the 
role of celebrity in enhancing advertising effectiveness has been well established, it was not clear 
how consumers respond to advertisements depicting CEOs and founders as endorsers, especially 
under the contingency effects of job identity and product life cycle stage. This study indicates that 
the credibility of CEOs and founders overpowers the attractiveness of celebrities in a service 
context. In other words, source credibility is more important than source attractiveness in 
enhancing advertising effectiveness, especially in the restaurant sector. 
The service industry thrives on customer service. Consumers recognize that founders and CEOs 
are more directly able to drive customer centric policies and service quality through employees 
(Meyer and Schwager, 2007). Thus, when CEOs and founders endorse their service through 
advertisement, consumers are likely to believe it. Furthermore, the probability that CEOs and 
founders will make false claims about their products or services is low, as this would incur a serious 
reputational damage to a brand, as well as for founders and CEOs personally. The findings of this 
study are not in alignment with extant studies in the service industry, in which founders and CEOs 
were not found to be effective endorsers (Maronick, 2006).   
An effective advertising strategy calls for the right endorser who delivers a persuasive message. 
The effectiveness of CEOs vs founders is contingent on the nature of the service or product. When 
it comes to launching a new service, the present study’s findings indicate that founders are more 
effective endorsers. However, for existing services, no significant difference was noted among 
CEOs and founders in affecting the conative effectiveness of advertising. The conative component 
was also found to remain unaffected even for other promotional ventures of the firm (Park, Stoel, 
and Lenon, 2008).  
There are several limitations to this study. First, the ads were fictitious, and the effectiveness of 
actual ads may vary. However, since the authors controlled for the advertising message, variation 
in effectiveness would reveal the effectiveness of the endorser rather than quality of 
communication. In sum, this study provides evidence that CEOs and founders are more effective 
than traditional celebrities when endorsing service brands. Future studies could explore how the 
achievements of CEOs and celebrities could influence the success of their brand endorsements. 
Furthermore, in the service industry, the effectiveness of animated characteristics as endorsers has 
been well established (Stafford et al., 2002). However, the authors of this study did not control for 
any such effect. Similarly, in the service industry context, the role of internal employees as 
effective endorsers has also been highlighted (Stephens and Faranda 1993; Wang et al., 2002). 
Due to informal power similarities, this study focused on the effectiveness of CEOs vs celebrities.   
Moreover, though this study compares the endorsing effectiveness of CEOs with celebrities, in 
reality in-house candidates such as CEOs are more likely to be endorsers. Future research could 
explore the role of CEOs as endorsers as compared to the role of experts in general.   
Managerial Implications 
Firms spend tremendous amounts of money in hiring celebrities to endorse their brands. As 
reflected in this study, CEOs and founders can be more effective endorsers than celebrities, and 
by using them as endorsers, managers can save enormous costs for their firms. This is especially 
true for managers operating in the service industry, in which internal members of organizations 
such as founders and top management are the face of the organization, and a customer centric 
philosophy set by founders and CEOs drives employees’ behavior in delivering service to 
customers. Managers, especially with multinational organizations, are skeptical of using CEOs and 
founders as the face of their brands because in a world in which mergers and acquisitions are 
common, such endorsement strategies could backfire. However, risk exists even with celebrities—
any scandal could damage the reputation of a celebrity, impacting the brands endorsed by them. 
Thus, using CEOs and founders as endorsers could be an effective strategy to enhance 
advertisement effectiveness. Furthermore, when managers are launching new services, they should 
look to founders as endorsers since the effectiveness of founders is higher than that of CEOs. 
Consumers are likely to find owners as more credible since they have been responsible for 
launching new service which became a recognized brand later.  
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